Introduction
Sponsorship has become an integral activity for most sport organizations around the world (Stotlar, 2009; Alexandris et al., 2007) . According to the IEG sponsorship report (IEG, 2009) , over two thirds of the total sponsorship expenditures in North America were spent in sport industries, amounting to $16.51 billion. The trend in sponsorship spending has been well documented for many years. Over the last decade, the total amount of sponsorship expenditures has increased at nearly 10% per year until the recession of 2009. IEG (2009) The Olympic Games continues to be one of the biggest sporting events in the world. The 2010 Vancouver Games were watched by a worldwide audience of 3.5 billion people. The 2008 summer Olympics, with more participating countries and a wider global appeal, had 4.3 billion people watching (IOC, 2010) . Furthermore, more than six million people in the U.S. watched the Games on their mobile phones (IOC, 2009) . Corporate sponsorship has become increasingly important for the Olympic Movement with just over 30% of the International Olympic Committee's
